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Current Patterns of Retail Current Patterns of Retail 
Development Are UnsustainableDevelopment Are Unsustainable

� Obsolete and deteriorating retail 
streets and shopping centers

� Overbuilding

� Traffic congestion

� Inconvenience

� Boring and ugly environment 

� Poor lifestyle fit



The Timing is Right for The Timing is Right for 
ChangeChange

� Urban lifestyles are hot

� Immigrants are opening new businesses 

� Retailers are interested in cities again

� Suburban markets are saturated

� States are concerned about sprawl 

� Street-front retail environments are popular

� Customers want a sense of community

� Local governments are using sophisticated 
finance, regulatory, and planning tools



Changing Demographics Changing Demographics 

� Fewer households with children

� Aging population + Generation Y’s

� More two-income couples

� More non-traditional households

� Increased immigration

� Global consumers



The Market for New The Market for New 
Retail Environments Is Retail Environments Is 
in Place, and Urban in Place, and Urban 
Shopping Streets Are Shopping Streets Are 
Poised to SucceedPoised to Succeed



� Traditional shopping centers and 
retailers are being squeezed by:   

-- Big boxes, outlets and the 
Internet for VALUE

-- “Lifestyle” oriented retail for 

THE EXPERIENCE

� Downtowns are becoming dining and 
entertainment centers

� Private new town centers boom 

� (Faux) Shopping streets emerge

Retail Environments Are Retail Environments Are 
Changing RapidlyChanging Rapidly



ItIt’’s a New Retail World!s a New Retail World!

� Repositioning is now dominant

� Malls are de-malling

� Stand-alone centers are being torn down

� New centers are being integrated with 
the community

� Stimulating environments and immersive 
experiences dominate new construction



ItIt’’s all about Community, s all about Community, 
Lifestyle, and EntertainmentLifestyle, and Entertainment

� How people want to live

� How they see themselves

� What they like to do

� What their aspirations are

� Who they want to be



Reinventing Retail Reinventing Retail 

� Open air and pedestrian-oriented

� Strong architectural and landscape 
amenities

� Comfortable and affordable indulgence

� Mixed use

� Entertaining features and amenities 

� Multiple anchors

� Tenant narrowcasting 



PlacemakingPlacemaking ==

Creating a Place Where Creating a Place Where 
People Want to Be, and People Want to Be, and 
Not Just to Shop!Not Just to Shop!



Enhancing the Guest Enhancing the Guest 
ExperienceExperience



Branding and Customer Branding and Customer 
Relationship ManagementRelationship Management



Connections to Local Connections to Local 
CultureCulture



New Parking New Parking 
ConfigurationsConfigurations



New EnvironmentsNew Environments



Retail trends are Retail trends are 
happening fastest where:happening fastest where:

� Competition is strongest

� Land values are highest

� Changing demographics are most 
advanced

� Traffic and pollution are worst

� Barriers to entry are greatest

� Regulations are strongest



1. Great Streets Need 1. Great Streets Need 
Great ChampionsGreat Champions

� Public or private

� Must involve all the stakeholders

� A public/private development entity

� A long-term commitment

� Develop a process for resolving 
conflicting agendas





2. It Takes a Vision2. It Takes a Vision

� Enlightened public policy, BUT market based

� Get buy-in by all interest groups, BUT don’t 
let one group hijack the process

� Serve the neighborhood first, BUT be realistic 
about the competition

� Create an identity for the street, BUT 
overcoming a negative image is even more 
important 



Strive to be what you can Strive to be what you can 

be as a retail destination!be as a retail destination!



3. Think Residential3. Think Residential

� Successful retail 
depends on 
successful 
residential 
neighborhoods



Set Residential GoalsSet Residential Goals

� Attract retailers’ attention

� Help residents must take ownership of 
their streets

� Increase home ownership

� Promote mixed income housing

� Encourage mixed use: residential AND 
office



4. Honor the Pedestrian4. Honor the Pedestrian

� Green the street 

� Don’t block retail sight lines

� Add the usual assortment of 
amenities

� Use white lighting: No sodium 
vapor!

� Set flexible design standards





Set Up Design Guidelines and Set Up Design Guidelines and 

Development StandardsDevelopment Standards

� Aesthetics

� Store Types

� Operating hours

� Building scale and 
materials

� Setbacks

� Signage





Perhaps Most Perhaps Most 

Importantly:Importantly:
� DON’T LET 
TRAFFIC 
ENGINEERS RULE 
THE STREETS!

� Adapt street width 
for retailing

� Two-way streets

� Other traffic calming 
measures



5. Parking is Power5. Parking is Power

� Most difficult amenity 
to provide

� Mix of on- and off-
street parking

� Visible, safe, 
convenient, and close 
to the stores

� Innovative 
configurations 

� Transit and bicycles



6. Merchandise and 6. Merchandise and 
Lease ProactivelyLease Proactively

� Retailers are the soul 
of the street

� Retail mix is key

� Establish a quasi-
public retail leasing 
and management 
agency

� Operate the street 
like a shopping 
center



Market the Street Like a Market the Street Like a 

Shopping CenterShopping Center

� Hire a professional to 
“sell” the street

� Create a leasing plan
� Realistically tailor it 

to the neighborhood
� Aim for the anchors 

first
� Initiate the plan 

along one or two 
blocks

� Provide technical 
(and financial?) 
assistance



7. Extend Day into Night7. Extend Day into Night

� Successful urban commercial streets 
require 18-hour activity

� Retail depends on multiple markets 
at different times of the day and 
evening

� Professional, educational, health, 
civic and cultural uses add 
customers

� Restaurants, theatres, cinema, and 
clubs draw them at night





8. Be Clean, Safe and 8. Be Clean, Safe and 
FriendlyFriendly

� Provide services and friendly faces on the 
street

� Work on social problems with city 
agencies

� Add extra layer of security

� Get rid of security barriers!

� Enforce flexible codes

� Check the pulse of retailers and 
customers regularly





9. Make It Happen9. Make It Happen

� Spontaneous regeneration rarely 
happens

� Create a public entity to plan and 
coordinate the rebuilding process – BID?

� Use financial, infrastructure, and 
regulatory tools aggressively

� Carrots first – sticks if necessary

� Eminent domain, demolition by neglect 
statutes, fines for lack of upkeep

� Approach local financial and civic 
institutions 

� Leverage public money



10. Manage for Change10. Manage for Change

� It’s a long, incremental rebuilding 
process

� As the neighborhood changes, the retail 
must change too

� Monitor trends and resolve issues quickly

� Prune the retail deadwood

� Provide a clearinghouse for 
neighborhood information

� Maintain strong day-to-day working 
relationships with the public sector

� Remember: It’s a shopping center!



New Public Private New Public Private 
PartnershipsPartnerships

� Financial incentives 

-- TIF

-- Tax credits and abatements

-- Parking and infrastructure 

� Leveraging cultural, sports and 
civic facilities

� Business Improvement Districts



Ten PrinciplesTen Principles

� Great streets need 
great champions

� It takes a vision

� Think residential

� Honor the pedestrian

� Parking is power

� Merchandise and 
lease proactively

� Be clean, safe and 
friendly

� Extend day into night

� Make it happen

� Manage for change



Shopping Center Feasibility Shopping Center Feasibility 

Study ComponentsStudy Components

� Market analysis

� Financial analysis

� Site selection

� Commitments from key tenants

� A leasing plan

� Financial considerations

� Zoning, subdivision, environmental 
& traffic impact, and other public 
approvals



Sales Potential for a Retail Sales Potential for a Retail 

Center:  Analytical ProcessCenter:  Analytical Process



General Guidelines for a General Guidelines for a 

Primary Trade AreaPrimary Trade Area



Source:  Almanac of Business and Source:  Almanac of Business and 
Industrial Financial RatiosIndustrial Financial Ratios



Source:  Dollars & Cents of Shopping Centers, ULISource:  Dollars & Cents of Shopping Centers, ULI



Source:  Dollars & Cents of Shopping Centers, ULISource:  Dollars & Cents of Shopping Centers, ULI



Types of Capital Used Types of Capital Used 

to Fill the to Fill the ““GapGap””

�� Debt moneyDebt money - loans with set repayment 
schedules for principle and interest

� conventional lenders (banks, etc.)

� public sources (governments)

� private sources (foundations, NGO’s, etc.)

�� Equity moneyEquity money - investments in exchange for 
part ownership

�� Intervention moneyIntervention money - contributed public or 
private funds that result in no ownership 
share and may not need to be repaid



Uses of Public Uses of Public 

Intervention MoneyIntervention Money

� Reduce the costs and/or cash 
required

� Increase income

� Reduce expenses

� Reduce the financing costs

� Improve the economic and 
investment environment

� Improve the informational 
environment



Issues of Retail Market Issues of Retail Market 

Demand AnalysisDemand Analysis
� Area demand evaluation, or economic base 

analysis (identifies underlying economic and 
demographic structure of the area)

� Direct consumer research on shopper attitudes, 
preferences and spending habits

� Analysis of competitive alignment of the 
market

� Trade area definition & evaluation (focuses the 
other three measures on a particular location 
and forecasts sales performance)



Annual Household Consumer Annual Household Consumer 

Expenditures by IncomeExpenditures by Income



Annual Household Consumer Annual Household Consumer 

Expenditures by Age of HH HeadExpenditures by Age of HH Head



Annual Household Consumer Annual Household Consumer 

Expenditures by HH CompositionExpenditures by HH Composition



Annual Household Consumer Annual Household Consumer 

Expenditures by Region of ResidenceExpenditures by Region of Residence



Consumer Expenditure Consumer Expenditure 

Survey Reference UnitsSurvey Reference Units

� Age of Head of HH

� Composition of HH

� Education of Head of 
HH

� Housing tenure, type 
of area & race of Head 
of HH

� HH Income before 
taxes

� # of earners in HH

� Occupation of Head 
of HH

� Origin of Head of HH 
(white, black, 
Hispanic)

� Region of residence

� Size of HH

http://www.bls.gov/cex/home.htm



Consumer Demographic Thresholds Consumer Demographic Thresholds 

Neighborhood Shopping CenterNeighborhood Shopping Center

� Minimum Population Support Required 
= 3,000 – 40,000

� Trade Area Radius = 1 – 3 miles

� Income Spent on “Food Eaten at Home”
= $11,100,000 (2004 $)



Rank Ordered Tenants for Rank Ordered Tenants for 

Neighborhood Shopping CentersNeighborhood Shopping Centers

/--------------- Medians -------------\
Tenants SF in GLA Sales/SF Rent/SF

Supermarket 31,500      339.55$       6.53$      
Dry Cleaners 1,500        134.23$       13.66$    
Restaurant (w/liquor) 3,381        228.12$       13.50$    
Woman's Hair Salon 1,200        132.07$       11.74$    
Pizza 1,500        147.37$       12.05$    
Drugstore 9,100        305.46$       7.60$      
Medical/Dental Office 1,607        12.09$    
Unisex Hair Salon 1,306        159.88$       13.69$    
Videotape Rentals 3,675        88.60$         11.15$    
Finance Company 1,414        10.25$    



The Untapped Consumer Markets The Untapped Consumer Markets 

in Inner City Neighborhoodsin Inner City Neighborhoods

� Despite the huge retail purchasing power 
of their residents, many inner city 
neighborhoods suffer from significant 
“out-shopping” - they have too little retail 
to meet the demand, and tap the buying 
power of their own residents.

� Therefore, the challenge ahead is to 
create a “virtuous cycle of retail” in inner 
city areas - to promote business growth, 
jobs and savings.



The Virtuous Cycle of RetailThe Virtuous Cycle of RetailThe Virtuous Cycle of RetailThe Virtuous Cycle of Retail
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General Impacts of Inner General Impacts of Inner 

City Business DevelopmentCity Business Development

� Expanding employment

� Improved consumer services

�Stimulating new business 
markets

�Catalyzing real estate 
rehabilitation

�Creating role models and 
community leaders



A Goal For Inner City Retail A Goal For Inner City Retail 

Revitalization Revitalization 

� The goal is not to generate a consumption binge by 
those who most need to build more assets and get 
ahead.

� Nor is it to divert buying power away from the 
businesses outside the cities.

� The goal is net gain created by

� businesses move into inner city neighborhoods

� hiring local residents--> raising local incomes

� higher incomes allow both more saving & more spending

� more hiring raises income and consumer demand



Charlotte, NCCharlotte, NC
Beatties Ford Road Corridor



NW Corridor NW Corridor –– Charlotte, NCCharlotte, NC



NW Corridor NW Corridor –– Charlotte, NCCharlotte, NC

#

371190044001

371190040001

371190043022

371190048003

371190045001

371190046001

371190047001

371190046002

371190042004

371190048001

371190045002

371190043023

371190049001

371190045003

371190005002

371190042001

371190048002

371190045004

371190042003 371190041001

3711900

37119005000

37119000

371190042002

University Village Shopping Center

J. C. Smith University





University Village University Village 

Shopping CenterShopping Center

� To earn a 7% share in this 55,000 SF center, the 
CDC

� undertook a detailed (segmented) market 
analysis 

� recruited NationsBank CDC as an equity partner 
(15% for $292,000)

� sponsored an application to the City for a 15 
year, 4%,  $900,000 loan

� arranged for NationsBank construction 
financing and Wachovia Bank permanent 
financing

� secured a 7 year, 6%, $200,000 PRI from 
Seedco



Impacts of the ProjectImpacts of the Project

� Eliminated an existing 25,000 SF 
blighted structure

� Introduced 140 new jobs into the area

� Generated $30,000/year in property tax 
revenues (was $10,000/year)

� Served as a catalyst for other private 
development & redevelopment

� Worked in conjunction with City-funded 
street, sidewalk, storm sewer, and 
service center projects in the area













Awards Won By University Awards Won By University 

Village Shopping CenterVillage Shopping Center

1997 John J. Gunther Blue 
Ribbon in Community 

Development 

(HUD Best Practices Award)

1996 National League of Cities 
Partnership Award



Reference SourcesReference Sources

� Bureau of Labor Statistics, Consumer 
Expenditure Survey
(http://www.bls.gov/cex/home.htm)

� “The Almanac of Business & Industrial 
Financial Ratios”, Prentice Hall

� “Dollar & Cents of Shopping Centers”, 
Urban Land Institute

� “Shopping Center Development 
Handbook”, Urban Land Institute

� “Real Estate Market Analysis:  A Case  
Study Approach”, Urban Land Institute
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